The purpose of this paper is to retest the country brand equity model and extends it to six dimensional model. Through an analytical review, research hypotheses were built. An empirical investigation was carried out among Iranian consumers. Four brands of electronics from Japan (Sony, Panasonic) and South Korea (LG, Samsung) were investigated. Results showed that awareness, macro image, micro image, perceived quality, loyalty, and feeling of social approval as six dimensions have effect on country brand equity, and country brand equity differs across countries of productions.
INTRODUCTION
Cities, countries, and regions have to compete with each other in the global marketplace: for tourism, for investment, for aid, for buyers of their products and services, and for talent. The brand equity of a country or region, which heavily involves consumers" individual impressions, can have a profound impact on how people consider those entities and whether or not they will buy products or services that originate from within them (Anholt, 2000; Vioscam, et al., 2004) . A strong country brand can stimulate exports, attract tourism, investments, and immigration (Fetscherin, 2009) . Consumer attitudes toward the products of a particular nation are of major importance in determining international marketing strategies (Nagashima, 1970) . "The benefits of an effective country or regional brand include increased international commerce because the country image says the right things about taxation, labor skills, safety, the environment, and political stability (Viosca et al., 2004) . Although "brand equity is the added value endowed by the brand to the product'' (Farquhar, 1989: 47; Krishnan *Corresponding author. E-mail: Samere_Sh@yahoo.com.
and Hartline, 2001 ) and any value in globalized markets can be seen as a competitive advantage but there are few researches about country equity.
How particular country gains its equity that can influence consumer's attitude and feeling toward the products of that country. The aspect that is concentrated in this paper is country equity on products and as Keller (2003) described brand equity as ""a multidimensional concept and complex enough that many different types of measures are required. Multiple measures increase the diagnostic power of marketing research"" (Boo et al., 2009 ) will aim at retesting and improving country equity model so that it can help comprehensive understanding of country equity.
LITERATURE REVIEW Brand
Because product features are easily copied, brands have been considered a marketer"s major tool for creating product differentiation. Even when differentiation based on product characteristics is possible, often consumers do not feel motivated or able to analyze them in adequate depth. Therefore, the combination of brand name and significance has become a core competitive asset in an ever-growing number of contexts (Kotler and Gertner, 2002) . A brand is a bundle of functional, economic and psychological benefits for the end-user (Ambler, 1995; Kuhn et al., 2008) . Brands have social and emotional value to users. They have personality and speak for the user (Kotler and Gertner, 2002) .
Brand equity
In order to better understand the tangible and intangible values of brands the concept of brand equity has emerged in the marketing literature and it has become a central issue in marketing management research (Tuominen, 1999) . Brand equity has been examined from two different perspectives: financial and customer based. The first perspective of brand equity that is not discussed in this article is the financial asset value it creates to the business franchise. This method measures the outcome of customer-based brand equity. Researchers have developed and effectively tested accounting methods for appraisal of the asset value of a brand name (Farquhar et al., 1991; Simon and Sullivan, 1992; Lassar et al., 1995) .
The second perspective is customer-based in that consumer response to a brand name is evaluated (Keller, 1993; Shocker et al., 1994; Lassar et al., 1995) .
Customer-based brand equity has been defined as the differential effect of brand knowledge on consumer response to the marketing of the brand (Kamakura and Russell, 1991; Lassar et al., 1995) . Thus brand equity is conceptualized from the perspective of the individual consumer and customer-based brand equity occurs when the consumer is familiar with the brand and holds some favorable, strong, and unique brand associations in the memory (Kamakura and Russell, 1991; Lassar et al., 1995) . Based on this definition, we believe that there are five important considerations to defining brand equity. First, brand equity refers to consumer perceptions rather than any objective indicators. Second, brand equity refers to a global value associated with a brand. Third, the global value associated with the brand stems from the brand name and not only from physical aspects of the brand. Fourth, brand equity is not absolute but relative to competition. Finally, brand equity positively influences financial performance (Lassar et al., 1995) .
"Brand equity represents the consumers" perception and feeling about a product and its performanceeverything that the product or service means to consumers," (Kotler and Armstrong, 2004; Viosca et al., 2004) . Brand equity is, "the marketing and financial value associated with a brand"s strength in the market," (Pride and Ferrell, 2003; Viosca et al., 2004) .
Brand equity, as defined by Keller (1993) , occurs when a brand is known and has some strong, favorable and unique associations in a consumer"s memory. The customer-based brand equity (CBBE) model identifies four steps for building a strong brand. In this branding ladder, each step is dependent on successfully achieving the previous -from brand identity to brand meaning, brand responses and finally brand relationships. These steps in turn consist of six brand building blockssalience, performance, imagery, judgments, feelings and resonance. The ultimate aim is to reach the pinnacle of the CBBE pyramid -resonance -where a completely harmonious relationship exists between customers and the brand. Keller"s (2003) argument is as follows. The first step in building a strong brand is to ensure the correct brand identity. The purpose is to create an identification of the brand with customers, and an association in their minds with a specific product class or need. To do this, brand salience must exist, which represents aspects of brand awareness and the range of purchase and consumption situations in which the brand comes to mind. The salience building block is therefore made up of two subdimensions -need satisfaction and category identification. The second step establishes brand meaning by linking tangible and intangible brand associations. Brand response is the third step in the Keller model and represents opinions and evaluations of the brand based on a combination of associations identified in brand meaning. These judgments include overall quality, credibility, consideration and superiority. Brand feelings are customers" emotional responses and reactions to the brand. Keller (2003) identifies six types: warmth, fun, excitement, security, social approval and self respect. This approach reflects a customer focus on the functional, emotional and self-expressive benefits of brands (Kuhn et al., 2008) .
The brand is established through the proper identity, the appropriate brand meaning, the right brand responses, and the appropriate brand relationships with customers by establishing six core brand values: brand salience, brand performance, brand imagery, brand judgments, brand feelings, and brand resonance (Keller, 2001; Lim, 2009) . Aaker (1991) is one of few researchers incorporating both attitudinal and behavioral viewpoints in his conceptualization of consumer-based brand equity. Specifically, he defines brand equity as "a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract from the value provided by a product or service to a firm and/or to that firm"s customers". Thus, Aaker (1991) conceptualizes brand equity as encompassing assets -positive elements -and liabilities -negative elements. However, most literature on brand equity focuses only on positive elements due to the bias of the word equity as "value of owners" from the finance perspective (Jaffe and Nebenzahl, 2006; Roth et al., 2008) . Finally, Aaker (1991) considers brand awareness, brand associations, brand loyalty and perceived quality among the most important brand equity dimensions (Roth et al., 2008) .
Country of origin
The first empirical study was probably undertaken by Schooler (1965) . He found significant differences in the way products were evaluated based upon the name of the country specified on a "made in" label. A large number of studies have later confirmed that a country-oforigin effect typically exists, but the size of the effect vary and may be affected by a number of study characteristics (Peterson and Jolibert, 1995; Nes and Gripsrud, 2010) .
Country of origin effects have also been found to exist for products in general (Darling and Wood, 1990; Yeong et al., 2007) , for certain product categories (Cordell, 1992; Roth et al., 1992; Yeong et al., 2007) and for specific brands (Chao, 1993; Han and Tersptra, 1988; Phau and Prendergast, 2000; Yeong et al., 2007) .
Country brand
Countries and places are referenced regularly in daily life. They are referred to when discussing history (Soviet expansionism), war (Spanish Armada), political/social phenomena (Balkanization), negotiation difficulties (Mexican stand-off) and even products (a London Fox trench coat), (Papadopoulous and Heslop, 2002; Viosca et al., 2004) .
The term "country equity," has been used to refer to the emotional value resulting from consumers" association of a brand with a country, (Shimp et al., 1993) and, while brands are associated with particular countries, countries can also become brands themselves (Anholt, 2000; Viosca et al., 2004) . Cities, countries and regions represent brands and allow stakeholders to make evaluations based on their impressions. These perceptions are part of a city, country or region"s image and contribute to its brand equity. In the context of global marketing, consumer perceptions and attitudes (either positive or negative) regarding a country or region will often extend to products, services and brands known to originate within those borders, adding to or subtracting from the perceived value of those products, services and brands. Even if a country or region does not deliberately manage its brand, stakeholders will still form impressions that are activated by simply voicing the location"s name. The brand equity of a location is important because the associated impressions are likely to influence consumer purchasing, investing, and traveling decisions (Viosca et al., 2004) .
According to Anholt (2003) branding means that countries behave in many ways just like branded products, services and other branded offerings and will be perceived in particular ways by large groups of people both at home and abroad by being associated with Ebrahimi et al. 9267 certain qualities and characteristics (Pitt et al., 2007) . The question here is: can a country be a brand? Is there such a thing as country brand equity? Shimp et al. (1993) applied the term "country equity," referring to the emotional value resulting from consumers" association of a brand with a country. Country names amount to brands and help consumers evaluate products and make purchasing decisions. They are responsible for associations that may add to or subtract from the perceived value of a product. Research supported the idea that consumers are more willing to buy products from industrialized nations as a result of country equity. Products bearing a "made in Germany," "made in Switzerland" or "made in Japan" label are commonly regarded as high quality, due to the reputation of these countries as top world manufacturers and exporters. At the same time, "made in Surinam" or "made in Myanmar" labels may raise doubts about the quality of the products due to the low country brand equity (Kotler and Gertner, 2002) .
Country brand equity
Pappu and Quester (2001) defined country equity as ""the value endowed by the name of the country on to a product"" whereas Kleppe et al. (2002) suggested that country equity is the impact of the country name on the brands and products from that country. Similarly, Papadopoulos and Heslop (2002) stated that country equity is ""the value that may be embedded in perceptions by various target markets about the country"". A country derives equity mainly from sources such as consumers" awareness of the country, consumers" associations towards (or image of) the country, consumers" perceptions of the quality of products from the country, and consumers" loyalty towards products from the country (Pappu and Quester, 2010) .
Brand awareness
For country equity to exist, consumers need to have some form of country awareness. Without country awareness, consumers are unable to have perceptions of quality, or country-of-origin associations or loyalty towards the country (Pappu and Quester, 2010) . Similar to Aaker"s (1991) definition of brand awareness, Pappu and Quester (2010) define country awareness as ""consumer"s ability to recognize or recall that the country is a producer of certain product category"", hence country awareness does not involve merely knowing of the country, but requires from consumers the ability to recall the name of the country when the product category is mentioned. That is, consumers would exhibit strong country awareness, when the link between the "country" node and certain product category node is strong in their memory (Pappu and Quester, 2010) , therefore: H 1 : Country awareness has effect on CBE.
Macro image
Country image can be defined as "the total of all descriptive, inferential, and informational belief about a particular country" (Martin and Eroglu, 1993) . Even though country image can be formed from past experience of using a product in a given country, country image is different from product image or attitude toward the product. Only when the product is evaluated as derivation of country image, it is counted as country image. One attribute particularly important to international marketing is the significant influence that the image of a product"s COO -or the country that people believe it comes from -has on consumer"s perception of the product. The fact that Coca Cola, Pepsi and Nike are known to come from America is a fundamental part of their success, because there is little doubt that the US is the world"s most powerful country brand. This may well be connected with the fact that Brand USA has the world"s most advanced one. That is why their advertising messages have often stressed their sheer "Americans" (Anholt, 2000; Kim, 2006) . Past research supports the notion that consumers have macro and micro country images (Papadopoulos, 1993; Pappu et al., 2007; Pappu and Quester, 2010) . That is, consumers have memorybased associations towards countries at both country (macro) and product (micro) levels. Hence, we suggest that the "country-of-origin associations" dimension is twodimensional, and is better captured by the inclusion of macro and micro country images. For example, at the macro level, consumers may have associations such as "developed economy" towards Germany whereas at the micro level, consumers may think that German products are "high on prestige value, but low on economy" (Han and Terpstra, 1988; Pappu and Quester, 2010) . Similarly to definition of Pappu and Quester (2010) we define macro country image as the total of all descriptive, inferential and informational beliefs one has about a particular country. Therefore:
Country macro image has effect on CBE.
Micro image
Heslop and Papadopoulos (1993) acknowledge the basic distinction between country (macro) and product images (micro) and the need to measure both. Pappu et al. (2007) found that both macro-and micro country images were significantly associated with consumer-based brand equity. The strength of the association between country image and buying behavior depends on whether the country image matches important product attributes. A country may have an excellent reputation as origin of one category of products and a poor reputation as origin in others (Nes and Gripsrud, 2010) . Similarly to Pappu and Quester (2010) definition, We define micro country image as the total of all descriptive, inferential and informational beliefs one has about the products of a given country, in this research we conceptualize micro image specific to a given product category (Electronics). Therefore, H 3: Country micro image has effect on CBE .
Perceived quality
"Perceived quality is one of the key dimensions of brand equity, it is the core construct in the total research approach to measuring brand equity (Aaker, 1996) . Its perceived quality" is the perception of quality, rather than the objective quality, of the products from the country (Zeithaml, 1988; Pappu and Quester, 2010 ). Perceived quality is ``the consumer's judgment about a product's overall excellence or superiority'' (Zeithaml, 1988; Yoo and Danthu, 2001) . Consumers" perceived quality of a brand is due to their perception process involved in the decision-making process. High perceived quality occurs when consumers recognize the differentiation and superiority of the brand relative to competitors" brands. This will influence their purchase decisions and would drive them to choose the brand rather than competitors" brands.
This implies that high perceived quality would influence consumer"s choice, which will consequently lead to an increase in brand equity. To the marketer, high perceived quality could support a premium price, which in turn can create a greater profit margin for the firm that can be reinvested in brand equity (Yoo et al., 2000; Yasin et al., 2007) . We define perceived quality as ""customer"s perception of the overall quality or superiority of a product or service with respect to its intended purpose relative to alternatives"" (Aaker, 1991; Pappu and Quester, 2010) . Therefore: H 4 : Country perceived quality has effect on CBE .
Country loyalty
Loyalty is a core dimension of brand equity…loyalty is of sufficient important that other measures, such as perceived quality and associations, can often be evaluated based on their ability to influence it (Aaker, 1996) . Oliver (1999) has defined loyalty as a deeply-held predisposition to repatronize a preferred brand or service consistently in the future, thereby causing repetitive same brand purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior." When a customer is loyal, he or she continues to buy the same brand, tends to buy more and is willing to recommend the brand to others (Hepworth and Mateus, 1994; Mechinda et al., 2010) . Loyalty has been measured in the following ways: (1) the behavioral approach, (2) the attitudinal approach, and (3) the composite approach (Jacoby and Chestnut, 1978; Machinda et al., 2010) . Consumers tend to be loyal towards a country, just as they are loyal to brands (Paswan et al., 2003; Pappu and Quester, 2010) . We define country loyalty as ""the tendency to be loyal to a focal country as demonstrated by the intention to buy products from the country as a primary choice "" (Pappu and Quester, 2010) . Therefore:
Country loyalty has effect on CBE .
Brand feeling
Brand feelings are customer emotional responses and reactions with respect to the brand. Brand feeling also relate to social currency evoked by the brand… These feelings can be mild or intense, positive or negative, in nature. There are six important types of brand-building feelings:
1. Warmth: Warmth refers to smoothing types of feelings. The extent to which the brand makes consumers feels a sense of calm or peacefulness. Consumers may feel sentimental, warmhearted, or affectionate about the brand. 2. Fun: Feelings of fun are also upbeat types of feelings. Consumers may feel amused, lighthearted, joyous, playful, cheerful, and so on. 3. Excitement: Excitement relates to the extent to which the brand makes consumers feel that they are energized, and are experiencing something special. Brands that evoke feeling of excitement may result in a sense of elation or "being alive"; the customer may feel cool, sexy, and so forth. 4. Security: Security feelings occur when the brand produces a feeling of safety, comfort, and self-assurance in the customer, who associates the brand with the elimination of worries or concerns they might otherwise have felt. 5. Social approval: Social approval occurs when the brand results in consumers feeling positively about the reactions of others to them; that is, when consumers feel that others look favorably on their appearance, behavior, and so forth. 6. Self-respect: Self-respect occurs when the brand makes consumers feel better about themselves, for example, when consumers feel a sense of pride, accomplishment, or fulfillment. Keller (2001) believes that among these 6 kinds of feelings, social approval can be related to country brand. Therefore we add feeling of social approval to five dimensional model of CBE. According to Keller (2001) Ebrahimi et al. 9269
definition we define it as "feeling of social approval when consumers using the products of a country". Therefore:
H 6 : feeling of social approval has effect on CBE.
RESEARCH METHODS
In this study, Japan and South Korea were selected for testing CBE model in case of electrical products. Two electrical (camera, LED and LCD TV, DVD player) brands were selected from each country; Sony and Panasonic originating from Japan, LG and Samsung from South Korea, it was for avoiding bias due to products brand name. Total sample size for this study is 400 which were divided into 200 for Japanese product customers and 200 for South Korean. Sampling method was just focused on those who entered the markets and bought electrical products. When buying process was finished, the researcher asked them to answer the questionnaire. The data were collected in Tehran electrical center; Jomhuori street. Tehran, capital city of Iran is often used as a test market because of its representative nature. Total duration of collecting data was one month. Total respondents in pretest were 60. A total of 389 respondents completed the survey.
The scale encloses 21 items measuring awareness and recall of brands from focal country, industrialization, developed economic, democracy, literature and free-market system of focal country, trust, innovation, workmanship, quality, perfect feature, consistent quality, durability and reliability of products, Social approve, effect of social approval, being first choice, re buying, recommendation and feel loyal. This scale was used before by Pappu and Questrt (2010) and exhibited a high reliability. In the end of questionnaire, the respondents were asked to deliver some personal information related to gender, age, income and education. The investigation was done by researcher.
Data analysis
The data were processed with statistical package SPSS 16.0 and LISREL 8.7 (Figure 1 ). All measurement items were achieved Cronbach alpha level beyond 0.60 passing the minimum requirement.
Respondent profile
69.7% of respondents are male and 30.3% female, 62% of them are between 21 to 30 and 27% between 31 to 40 years old. 35% of them have bachelor"s and 24.2% master"s degree.
RESULTS

Testing the hypotheses
Karl Pearson test was performed, in order to examine the impact of awareness, macro image, micro image, perceived quality, loyalty and social approval on CBE. The results are shown in Table 1 . The findings confirm all 6 hypotheses.
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was performed (Table 2) , meaningful KMO result confirm high adequacy of sample. Using LISREL 8.7, (Figure 1 ), the measurement model was estimated overall fit of the model and is acceptable with a chisquare of 308.06 (df = 149; p < 0.001) and Bentler"s comparative fit index (CFI) = 0.98, (GFI) = 0.93. In sum, (Table 5) .
Comparison of two countries
In order to compare CBE of Japan and South Korea in electronics products among consumers, first Chi-square tests was used to test homogenous ratio between two groups of responders; customers of Japanese products and customers of South Korean products.
The results of each six dimensions in two groups are in Table 6 . The results (Table 6) show that two groups are not homogenous. For comparing each dimension of CBE model between Japan and South Korea, entropy criteria were used. The results (Table 7) show that Japan is higher in 3 dimensions (macro image, micro image and perceived quality), and in 3 other dimensions (awareness, loyalty, and feeling of social approval) is lower than South Korea among Iranian consumers. Equity of two country was measured by Entropy criteria (Table 8) too. The results show country equity of Japan is higher than South Korea in electronics.
DISCUSSION AND IMPLICATIONS
The goal of this study was to examine whether country equity model was tested in Australia is valid and can we extend it for more understanding of its function in markets. As the results show, CBE model is a six Ebrahimi et al. 9271 dimensional model. Dimensions of awareness, Macro image, micro image, perceived quality and loyalty as tested in previous researches were retested and are confirmed in our research to be dimensions of country equity model, furthermore feeling of social approval as sixth dimension proposed and tested in this paper.
Results show that social approval can be sixth dimension of country equity model. Unhomogeneous answers of two groups of customers indicate different country equity in customers mind. We do comparison of each dimension in both groups. In each dimension we could see which country is higher. Among these sixth dimensions as we expected Japan is in higher rank in macro image, micro image and perceived quality. Reputation of Japan as a developed country, high quality products in Iran market may result higher macro and micro image and perceived quality.
In others three dimensions as: awareness, loyalty, and feeling of social approval South Korea is higher. Due to high amount of promotions, high quality after sale service, lower price and wide range of electrical products, higher awareness and loyalty was expected but higher feeling of social approval was unexpected in results. Researchers believe that the amount of market share for South Korean products is very important factor. People approve whatever they buy and use, therefore it seems more customers lead to higher social approval for South Korean electrical products. It shows Japan and South Korea name on electrical products have different perceptions in consumers" minds.
In these six dimensions antecedent, Perceived quality is the first factor for evaluating the country of production in consumers" minds. It seems quality (real or perceived) is core dimensions among Iranian consumers for evaluating a products of particular country. Also according to Friedman ranking of 21 observations, innovation is in highest rank. Considering to innovation among consumers may refer to high speed changing market of electrical products that emerge attention to innovation of products in Iran market.
While a desired brand and corporate image can be achieved through effective branding strategies, mainly under the control of the marketer, country branding is not entirely under the control of individual firms. Two other key types of players, government and industry groups, have an important role in managing the branding of country (Jaffe and Nebennzahl, 2001; Papadopoulos and Heslop, 2002; Pappu and Quester, 2009) . We believe that the measurement, tracking and management of country equity would be valuable for countries seeking to succeed in external markets, as well as for determining their degree of success in such markets (Pappu and Quester, 2009 ).
CONCLUSIONS AND FUTURE RESEARCH
The results confirm the previous argument that CBE 
Country South Korea Japan
Country Equity 0.478 0.521 contains 5 dimensions model and also adds the 6th dimension as feeling of social approval. Country names can also act as products brands in global markets.
They can add or subtract the products values in customers' perceptions. Country equity is multidimensional. Following the past researches, the dimensions of CBE are thought awareness, macro image, micro image, perceived quality, loyalty, and the added dimension; feeling of social approval. Antecedent of dimensions can be different across the nations. Marketers can consider the antecedents of these dimensions in a specific country. As any other researches this research also has its limitations. First, it deals with one type of product (electronics). Second, two countries are selected. Future researches can be done in more products and countries. Other dimensions also can be added and tested in CBE model in future researches.
